This research is proposed to detect the effective factors of using the mobile banking services in Saderat Bank by using the Technology acceptance theory, Dissuasion of innovation theory, and also advice from national banking specialists. The model divides the effective factors of the adoption of mobile banking services to the two parts: mobile banking technology characteristic and demographic characteristic, Mobile banking technology characteristic includes perceptions of M-banking, ease of use, usefulness, cost, risk, compatibility with their lifestyle, and their need for interaction with personnel. And demographic characteristics cover gender, age, marital status, the level of education, and the yearly income. In this research we used a descriptive-field study methodology, by taking a sample of 666 people, where 350 people were mobile banking services users and 316 people not using the Saderat Bank services. We employed some descriptive statistics as well as statistical inference to find out the effective factors of using mobile bank services. According to the results of this research, among different mobile banking technology characteristics, the compatibility variables, the cost of using, trial ability and profitability were ranked by customers as effective factors of using the mobile banking services. It is worth to note that the other factors such as ease of use, risk and need for interaction were not important for using mobile banking services from the customer's perspective. Moreover, the gender factor was effective factor among demographic characteristics, while the marital status was not an important factor for using these services.
INTRODUCTION
The financial services industry, specifically the retail banking sector, has experienced significant changes brought about by the interaction between competitive pressure, customer needs, and technological innovation. A service delivery evolution has occurred as customers move toward technology-based self-service as an alternative to the traditional inter-personal service encounter. This provides benefits to both the bank, as it decreases the cost per transaction, and the customer, who is offered increased convenience. As a result, today's banking takes place increasingly through electronic channels, and given the penetration and rapid diffusion the mobile phone has achieved around the world, it is understandably hailed as "the new service frontier" in this online Environment. The mobile phone has led to a Relative advantage is the degree to which consumers perceive a new product or service as different from better than its substitutes (Rogers, 1962) . In the case of M-banking, savings of time, money and convenience have been cited as relative advantages. At the same time, financial management conducted online raises concerns of privacy, a relative disadvantage for some. Consumers who must supply myriad personal information before being permitted to use the innovation may be inhibited from adopting a given M-banking service. Simplicity/complexity is the extent to which consumers perceive a new innovation as easy to understand or use. For consumers without previous computer experience, or for those who believe that e-banking is difficult to use, adoption of these innovations may be thwarted. Compatibility is the extent to which a new product or service is consistent and compatible with consumers' needs, beliefs, values, experiences, and habits. In the case of M-banking, we must consider the degree to which a given technology fits in with the banking behavior of a consumer, and the way in which they have historically managed their finances. Technological service innovations differ from other commodities in so far as their adoption may require behavior different from consumers' typical routines (Gatignon and Robertson, 1985) . This includes "bricks and mortar" issues such as not having a branch bank to visit, as well as "paper" issues including receiving statements electronically and not in the mail. A further refinement of Rogers' original model added the dimensions of perceived risk as well as product involvement (that is, how involved consumers are in related product categories; Lockett and littler, 1997) . This study found that risk-averse households were less likely to adopt direct banking and households that used other technologies (ATMs and buying products over the telephone) were more likely to adopt direct banking. The researchers conclude that "perceived innovation attributes appear to be better predictors of adoption behavior than personal characteristics" The Technology Acceptance Model (TAM), proposed by Davis (1989) , incorporated the characteristics of perceived ease of use and perceived usefulness into a model of technology acceptance. Empirical work related to diffusion of technological innovations has expanded the use of the TAM model to include individual differences and attitudes as defined by the Theory of Reasoned Action. Explorations of demographic correlates of technology acceptance have produced differing results with respect to significant relationships to adoption. In part, these differences may relate to the sets of variables included in the analysis. Gender has not been found to have a direct effect on adoption of technology in general (Taylor and Todd, 1995; Gefen and Straub, 1997), but men and women appear to have different acceptance rates of specific computer technologies, with men more likely to adopt (Gefen and Straub, 1997) . Results with respect to gender may be confounded by marital status. When it comes to bank accounts, married couples may have jointly held accounts; thus at the household level, adoption of M-banking may be related to the combination of marital status and gender, with married couples more likely to adopt than either single males or single females. Research has also linked age and adoption of technologies, with younger persons being more likely to adopt. Race has not often been included in studies of technology adoption. Lee and Lee (2000) did find that for direct bill payment, minorities were less likely to have already adopted the technology. Increases in income and education tend to be positively related to the adoption of an innovation. Laukkanen TAM provided a good fit to the data. Significant paths: perceived ease of use to perceived usefulness, perceived ease of use to attitude, perceived usefulness to attitude, and behavioral intention to actual usage.
Hu et al. (1999) Telemedicine
Perceived usefulness was a significant determinant of attitude and intention. Attitude was a significant determinant of behavioral intention. However, perceived ease of use was not significant on both attitude and intention.
Lederer et al.
World Wide Web
The effect of perceived usefulness and perceived ease of use on usage was significant. Significant antecedents of ease of use were ease of understanding and ease of finding. Significant antecedent of usefulness was information quality.
Plouffe et al. (2001).
A smart cardbased payment system
Perceived ease of use significantly affected perceived usefulness. Both perceived ease of use and perceived usefulness significantly affected the intention to adopt.
Chen et al. (2002) Virtual store
Perceived ease of use had a positive effect on both perceived usefulness and attitude toward using the virtual stores. Perceived usefulness had a significant effect on attitude toward using the virtual stores. Attitude affected behavioral intention and behavioral intention significantly affected the actual usage.
. antecedent belief of the model, perceived usefulness (PU), is defined by Davis (1989, p. 320) as the "subjective probability that using technology will increase the individual's performance". Perceived usefulness (PU) has been found to have a positive relationship with both attitude and usage intention, for example, perceived usefulness (PU) positively influences mobile internet and M-services acceptance.. The other construct sourced from TAM is perceived ease of use (PEOU), which is defined as the "degree to which the user expects the target system to be free of effort" (Davis et 
MATERIALS AND METHODS Research Methodology:
In terms of its goal, this research is applied-descriptive and regarding the nature and data collection method, it is a survey. Instrument: Analyzed data from questionnaires, both descriptive analysis and inferential analysis was conducted. Descriptive level of analysis included descriptive analysis of demographic data (gender, age, marital status, education level, employment status and income) and descriptive analysis of specific data of this research (frequency, frequency percentage, mean and standard deviation). From the 666 members of the community which received the questionnaire, 350 questionnaires were completed by users and 316 questionnaires by Non-users. Validity and Reliability: For ensuring of the questionnaire's validity, it was edited by some of academic experts in strategic management and Bank managers. Their suggestions were considered in the final edition. Cronbach correlation was used for evaluation of questionnaire's reliability. The correlation was 0.75. 
RESULT AND DISCUSSION
As a result and after the statistical test of hypothesis, the major hypothesis of study has been approved. And from the 6 sub-hypotheses, 3 of them were rejected. 
H1-3
The Negative relationship Of The need for interaction Not Approved H1-4
The Negative relationship Of The perceived risk of using Not Approved H1-5
The Negative relationship Of Perceived cost Not Approved H1-6
The Positive relationship Of The compatibility of M-banking Approved
Based on the findings of this study, most users of mobile banking services are in the youth age group (25 to 35 years) are and most of the Non-Users are in the 55 years age group. Considering this, the marketing managers of Bank Saderat should develope the youth segment of their customers and arrange some plans for persuading the 55 years age group to use Mobile banking services. One important factor in determining comparative advantage is using a new innovation. Bank marketing managers also need more attention to the needs of its customers to bank on mobile technology. Given the usefulness of research results using one of the factors affecting the bank's mobile services. Discuss the cost of using mobile banking services is another factor in using these services. According to the findings, the costs of purchasing and costs of time is an important factor to persuading the Non-users. For solving this, providing a 24 hours services and with perfect quality will be a good response. Ease of Use is minimizing the problems of customers in using technology. since Customer perception of ease of use of technology is influenced by the experience of using it. Therefore the first experience has the most important role in framing this perception although more experience will affect this also.
CONCLUSION
The findings of this study support the feasibility of using this model to assist professionals in developing programs, communicating with, and attracting a sufficient number of customers to justify the costs of implementing an M-banking system. This is important since providing innovative value-added services is one of the traits that characterise successful commercial banks (Kaynak and Whiteley, 1999). The results indicate that banks should use marketing communications to develop a positive attitude toward M-banking in order to foster consumer acceptance and intention to use M-banking. In order to accomplish this, marketers must focus on addressing the key motivators and inhibitors of positive attitude formation identified by this study. Perceived usefulness and compatibility were both found to have a strong positive influence on attitude and intention to use M-banking, with perceived usefulness being the most significant motivator. Marketers should take advantage of the value adding characteristics of M-banking in promoting perceived usefulness and compatibility with consumers' lifestyle.  critical needs and arrangements (e.g. forgotten bill payment);  spontaneous needs and decisions (e.g. impulse purchase of an item that requires the transfer of funds);  efficiency needs and ambitions (e.g. increase productivity during "dead times"  like commuting); and  Mobility-related needs (e.g. no access to computer/laptop). Furthermore, findings suggest that perceived risk and cost have a significant negative Effect on consumers' attitude and usage intentions toward M-banking. Consequently, a focus on risk 10 reduction and trust creation is imperative for the successful establishment of M-banking systems. Companies need to invest in systems that assure reliable and secure data transmission, prohibiting bad system performance as well as misuse/abuse of personal information. However, they also need to communicate their efforts to consumers in order for this strategy to be effective. It has been found that the provision of a sense of control over an SST reduces consumers' perceived risk, heightens perceived value and increases adoption intention (Lee and Allaway, 2002). Thus, the sense of control afforded to customers by all the information necessary to effectively use M-banking, including instructions and security information, can reduce perceptions of risk. An alternative strategy to increase customers' sense of control may be to provide them with customizable security settings. Moreover, given that cost has a negative effect on intention to use M-banking, marketers need to pay particular attention to the costs of M-banking to the consumer. If the service provider does not charge a service fee for M-banking, this could be used as a potential point of difference from competitors. Another way in which marketers can address this inhibitor could be to create an impression of low costs by emphasizing the desirable benefits of Mbanking. In this way, cost perceptions will be lowered as customers place a higher value on M-banking (Lovelock et al., 2004) . Thus, by addressing the primary concerns of and benefits sought by consumers, marketers can create a positive attitude toward M-banking, leading to increased consumer acceptance of M-banking. In terms of future research, a larger scale study with a more representative sample could be conducted to validate the model of this study and to enhance the generalisability of the research conclusions. In addition, this study only examined the effect of the motivators and inhibitors on behavioral intentions, and as such, interrelationships between variables could be investigated. Furthermore, the model is cross-sectional, in that it measures perceptions and intentions at a single point in time. However, perceptions change over time as individuals gain experience. This change has implications for researchers and practitioners interested in predicting M-banking usage over time and may warrant a longitudinal study. In summary, this research has served to enhance the understanding of the factors influencing new technology adoption within a service paradigm and from a consumer perspective. It has demonstrated that there are multiple factors at work throughout the diffusion process and that some are more influential than others under given circumstances. The knowledge gained by this research into the motivators and inhibitors of M-Banking is useful for practitioners who aim to maximize consumer adoption of this self-service banking technology. In conclusion, this study furthers the understanding of the adoption of one of the innovative technologies that is driving service and technology convergence as an emerging service paradigm: M-banking (Kim et al., 2007). Importantly, this research also provides a model for examining future mobile digital technology developments in the financial services sector as "customers Move out of the bank queue and into the electronic age" 
